This book attempts to point our attention to contemporary transformations in capitalism by focusing on a single question: how has the process of extracting value from labour changed with the recent digitization of capitalism? This question makes two, seemingly contrasting, assumptions. One is that digital communication technologies have not transformed our society in a way that changes its underlying capitalist nature. Hence, we can and should analyse contemporary capitalism with established analytical and theoretical categories, first and foremost Marxist theory. The other is that digital communication technologies are implicated in a radical transformation in capitalism, one which requires us to re-evaluate, re-formulate, and update our Marxist categories to account for these transmutations.
capital under the new realities of peer production, free social media, the commodification of life itself, the emergence of "playbour", and many other empirical realities of contemporary digital capitalism.
In this introduction we first outline the background around which these questions emerge: transformations in capitalism, transformations in communication and media technology, and the intersection between the two (1). We then offer two general discussions concerning the return of Marxist theory to social science in general and to media and communication in particular (2) and a recap of Marx's theory of value and labour (3). Lastly, we discuss how key Marxian concepts -value, productive labour, class, rent, subsumption and so forth -are revised and updated in the context of digital media, and give a brief outline of the chapters that make up this volume (4).
Social media, value, and labour
Recent developments in digital technology -from "social media"/"Web 2.0", such as Facebook, YouTube, Twitter, Weibo, LinkedIn, Pinterest, and Foursquare, to mobile devices -have spurred the development of new forms of production. A variety of terms have been used to describe the new production practices and new products enabled by the internet, including participatory culture, co-creation, mass collaboration, social production, commons-based peer production, mass customization, prosumption, produsage, crowdsourcing, open source, social production, user-generated content, user participation, folkso- These terms and debates are often over-optimistic, celebratory, lacking any critical understanding of "social media" as a site of social contestation, and thereby ignoring the social problem-dimension of "social media". The multiplicity of neologisms is also a symptom of a "technologistic" outlook, which assumes that each technical innovation brings about a paradigmatic change in culture and in society and more democracy and a better society (Robins and Webster 1999) . While such a multiplicity of terms attests to a phenomenology of technological innovation and diversity, it is also an analytical and theoretical liability, as it ignores some unifying coordinates underlying these forms, giving precedence to the trees over the forest.
Concurrent with this dominant approach, there have been attempts for a systematic critical analysis of new forms of online production,
